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Abstract 
Piracy has been a great problem in Hong Kong and it is high time that we should 
do something about it. The present study focused on pirated musical compact discs 
(CDs) and conducted detailed market analysis and empirical research aimed at 
understanding why consumers buy pirated instead of genuine CDs. It is hypothesized 
that morality and false consensus effect plays a role in influencing the consumers' 
decisions. The results supported both the morality and false consensus effect 
hypotheses. A general false perception was found that consumers overestimated the 
percentage of consumers buying only pirated CDs and underestimated the percentage 
of those only buying genuine CDs. Significant education effects give hope to the 
government on the effectiveness of consumer education, but no income effect was 
found. Implications to both the government officials and musical industry people 
were discussed. 
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Justifying Defenses from the Burglars: Consumer psychology of pirated products 
The illegal business of manufacturing and selling pirated products has been 
experiencing a rapid growth in the recent years. The situation is actually very 
alarming if one refers to the "Special 301" Report and the 1999 "Special 301" Review 
from the United States Trade Representatives in which countries with a high piracy 
rate were listed. The People Republic of China (PRC) was listed as the "Priority 
Foreign Country" in 1996 and the ” Section 306 Monitoring" in 1999 while Hong 
Kong was on the Watch List. Moreover, according to the data from the Business 
Software Alliance in 1997, Hong Kong had a software piracy rate of about 64% which 
was twice of other developed countries in Asia like Japan or Australia, with the PRC 
having a rate of 96%! It is really a shameful thing to have such a bad reputation on 
intellectual property rights protection, as this will surely affect investors' decisions on 
whether to trade with us. 
To make the problem even worse, a report from the International Federation of 
the Phonographic Industry (IFPI) revealed that Hong Kong strikes the top on the list 
of over-capacity of compact disc production. We had, in 1998, an estimated 
manufacturing capacity of 2, 000 million units of all formats of compact discs, while 
the actual demand, in other words the legitimate market size only being 300 million 
units. It is suspected that the remaining 1, 700 million units produced go to the 
production of pirated compact discs. 
The growth of the piracy business is no way a good sign to the Hong Kong 
economy either. Business reports have revealed the astonishing truth that a reduction 
of illegal copying rate from 64% to 27%, in other words, cutting down to half of the 
present rate, could result in 9, 563 more jobs and HK$ 132.9 million more tax 
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revenues by the year 2001 (PricewaterhouseCoopers, 1998). 
Besides, it is high time that the Chinese and Hong Kong SAR government 
endeavor to eradicate the piracy problem. Since PRC has just been successful in 
making her first step into the World Trade Organization, it is inevitable that the 
Chinese government must show some concerns for the protection of intellectual 
property rights. On the other hand, if Hong Kong would like to be successful in 
promoting technological innovation and international trade, an effective anti-piracy 
campaign is of urgent need so as to re-assure the foreign investors and traders. 
Lots of things have been done to tackle the problem of piracy. For instances, the 
Hong Kong Customs had seized 16.5 million pirated compact discs in 1999 which 
worth about HK$ 290 million, and 2, 701 people had been arrested. In the first four 
months of 2000, the officers seized 3.26 million pirated optical discs with a market 
value of HK$ 82 million, and arrested 1, 024 people. The Intellectual Property 
Department of the Hong Kong SAR government had been doing school visits in 
which consumer education were given to the students, and had launched the "No 
fakes" pledge and the "I pledge" campaign which were directed to the retailers and the 
consumers respectively. 
Furthermore, new laws were also under consideration in the hope of eradicating 
the piracy business by imposing much more stringent punishment on the 
manufacturers, shopkeepers, shop owners and even the consumers. To cite as an 
example, the new law states that the landlords may be held liable for pirated products 
retailing on premises they own or control. Nonetheless, the very nature of the illegal 
business incurs lots of implementation problems such as the business can be highly 
mobile and can operate from ad-hoc locations. There are new methods of selling 
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pirated products like renting mailboxes to the consumers who ordered their 
merchandises online or by phone, and later delivering their orders to the mailboxes. 
Besides, the fact that sometimes the pirated products being so undistinguishable to the 
genuine is yet another obstacle for making the consumers liable under the new laws. 
Having noticed the severity of the problem as well as the difficulties in tackling 
it and implementing legal solutions, this article aims at providing a new perspective 
that may shed new light on the issue: understanding the consumer behavior of pirated 
product purchase, thus giving suggestions to the marketers and government officials 
so as to persuade the consumers to choose the genuine products instead of the pirated 
ones. It is believed that the present approach is capable of serving as a supplement to 
both the existing and proposed legal practices and is more pleasing to the human 
nature, in a sense that it would make significant contributions to the anti-piracy 
efforts. 
However, it should be noted that copyright piracy can take in a great variety of 
forms: pirated copies of musical compact discs (CD in laymen language and thereafter 
addressed as CD), video compact discs, computer software, fashions, watches, etc. It 
is thus very difficult for a single study to take care of all these forms of pirated 
products. The differences between the pirated and the genuine products for different 
categories of products also differ. For instance, the visual and audio quality 
differences between pirated video compact discs and the genuine ones are huge as the 
pirated ones are actually recorded secretly in the cinemas. Moreover, since there are 
already a few previous studies which study the issue of software piracy (Swinyard, 
Rinne, and Keng Kau, 1990; Logsdon, Thompson, & Reid, 1994), the present study 
will only focus on the musical CDs as the main target of research. It has been 
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anticipated that the tiny quality difference (only involving the auditory modality) 
would reflect the consumers' rationale in choosing the pirated, instead of the genuine, 
in a wider and much more interesting perspective. As a result, the marketing 
implications discussed at the end of the study would focus on how to extirpate the 
pirated CD business only. It is hoped that the present study can bring insights to the 
anti-piracy actions and act as a reference to future studies on other forms of pirated 
products. 
As mentioned before, there is very little if any previous research that has focused 
on the pirated CDs market and its purchase behavior. A general market analysis is 
thus needed before we go one step further. The local pirated CD market mainly 
consists of copyright-infringed CDs of the Cantopop, which constitutes about 80 to 
85%, and the remainder being international or Japanese pop. They are usually sold in 
the tiny and crowded shopping malls or sold by the illegal hawkers on the streets. 
After looking into the decision-making process of the consumers, a few 
perspectives have been highlighted which might have led to the consumers choosing 
pirated CDs and will be discussed one by one. They are: 1) self interest, 2) equity 
theory, 3) knowledge representation, 4) morality and 5) social influence and self-
justification. 
Self Interest 
The most straight forward reason for buying pirated CDs instead of genuine ones 
is of course out of self interest. Most consumers answer that pirated CDs are much 
cheaper and are therefore chosen. The fact that the price difference between genuine 
and pirated CDs being so huge inevitably drives the consumers to consider pirated 
CDs, especially for those who does not consider the quality of the CDs, or is not 
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afraid of having their audio systems broken down by the pirated CDs. 
Equity Theory 
Adams (1965) introduced the concept of equity which states that human beings 
have expectation on the outputs being proportional to their inputs. The concept has 
been widely accepted and generalized to a wide range of human psychological and 
decision-making processing. Equity can be regarded as a subjective judgement, since 
how the equity is calculated or achieved depends on how the person perceives the 
inputs and outputs. In the present context, the input and output refer to the price of 
the CD and the quality of the CD respectively. Consumers' interpretation on the price 
and quality of the CD as equitable or not points to the concept of "value for money", 
in other words, whether the CD is worth buying or not. 
However, it is noticeable that the quality of a CD includes two elements which 
are of differentially weighted: the manufacturing quality which is for most of the time 
very similar or even congruent for each CD, and the creative quality such as the 
quality of the songs, efforts of the songwriters, lyricists, and image designers, and 
performance of the artists which indeed varies from one CD to another and is very 
subjective. Though it has been claimed that the pirated CDs have poorer 
manufacturing quality which may cause the audio systems fault, it is supposed that the 
creative quality of the CDs play a much more important role in driving the consumers 
to consider purchasing pirated CDs. Imagine a consumer intending to choose one CD 
between two CDs whose prices are the same, the first thing he or she will consider 
must be the perceived creative quality of the two CDs, and he or she will probably 
buy the one with a higher creative quality. 
Looking into the CD market, it is noticed that there is a very narrow price range 
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yet a very large creative quality range. The consumers thus welcome the pirated CDs 
as they might have provided cheaper alternatives to them, especially for those CDs 
whose perceived creative qualities do not worth their prices in the eyes of the 
consumers. To make the problem worse, the cost of producing a CD and its plastic 
box is only about HK$ 5. Considering the retail price of a genuine CD, on average 
priced at about HK$ 100, the HK$ 95 left may have gone to the packaging, promotion 
and the creative costs. 
To sum up, three types of processing may occur: 1) If the consumer thinks that 
the creative quality of a particular CD does not worth the price, he or she will go for 
the pirated copy as buying the genuine one contradicts their concept of "value for 
money". 2) If the consumer is not aware of the fact that he or she should also pay for 
the creative cost, he or she would go for the pirated copy due to the large discrepancy 
between the manufacturing cost and the retail price. 3) If the consumer downplays the 
creative quality of the CDs, and just buy the CDs as a kind of possession regardless to 
the quality of the songs, efforts of the songwriters, lyricists, and image designers, and 
performance of the artists, he or she will surely go for pirated copy. Equity is restored 
in all of the aforementioned processing and one should also noticed that there are 
times that they work together to bring about the final purchase decision of buying 
pirated CDs. 
Knowledge Representation 
Teece (1998) put forth a re-conceptualization of "consumer product". He 
categorized consumer product into two new types: industrial product and knowledge 
product. For an industrial product, the retail cost mainly comes from its 
manufacturing cost. For instance, in order to make a new sofa, the manufacturers 
Pirated Products 9 
should buy all the raw materials, and invest on the assembly line of making it. And 
when a new model is to be produced, a slight tuning on the assembly line or new 
materials purchase are all the manufacturers have to do. The knowledge involved in 
designing and creating a new production line is relatively little. For a knowledge 
product, the retail price is mainly determined by the creation cost whereas the 
manufacturing cost is comparatively small. A CD is a perfect example for a 
knowledge product. To produce a new album, the cost not only includes making the 
CD and its plastic box but also the cost of employing at least the composers, lyricists, 
studio engineers, image designers and the artists. The whole process taxes the 
creativity and musical competency and by no means can be achieved by changing the 
assembly line alone. Taking the computer software as another salient example for 
knowledge product, the price of a computer software may be as high as about HK$ 1, 
000 while the manufacturing and other logistic and packaging costs usually do not 
exceed a quarter of the price. The remaining three-quarters of the price goes to the 
research and development department of the software manufacturers, in which new 
programs and softwares are developed and tested. Furthermore, looking at the 
situation as a public good dilemma, if no one is willing to pay the research and 
development cost for new product development, the whole industry and the society 
will surely suffer in a not very distant future. 
Therefore, the very nature of the knowledge products makes them susceptible to 
copyright infringement. As the price usually represents a service or utility that is 
much more intangible, it attracts and allows the illegal manufacturers to copy their 
knowledge and creations, and eventually wrap the fruits of the expensive creation 
costs. From a consumer's point of view, the consumption of an industrial product may 
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actually be enjoying the product itself. In contrast, buying a knowledge product is 
more or less like buying a tool. Choosing a pirated or a genuine product may very 
much depend on whether the consumer appreciates the creation and the knowledge 
behind the product. 
There is thus a means versus end dichotomy which states that one can always 
treat the function of an object in two different ways: appreciating it from a creative 
and artistic point of view, utilizing it as an end for emotional representation or 
expression; or only treating it as a means for fulfilling a higher level need. It is 
supposed that consumers who treat CDs only as a means to update their market sense, 
like learning the songs in order to sing them in karaoke bars or having something to 
gossip with others would see CDs as industrial products and would probably choose 
pirated instead of genuine (mean). On the other hand, consumers who appreciate the 
talents of the artists and producers, and believe that the works deserve a higher price 
would regard CDs as knowledge products. Thinking that listening to the CDs is an 
ultimate entertainment, these consumers are willing to pay a higher price for the 
creative cost and buy the genuine CDs instead of the pirated ones (end). 
Morality 
The act of buying pirated CDs is by no doubt a morally incorrect behavior. From 
the above section, we can attribute purchases of pirated CDs as a kind of stealing the 
effortful creations of the musical industry people. It is thus suggested that a person's 
morality, in some limited sense, will play a role whether he or she will buy pirated or 
genuine CDs. 
Social Influence and Self-justification 
A behavior being practiced or not may not solely depends on whether it is right 
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or wrong. The prevalence of the behavior also affects the practitioners' intention on 
performing the behavior from time to time. Although buying pirated CD means 
violating the intellectual property rights and is portrayed as something not suitable or 
improper to do, it is quite acceptable in the society especially at a time when we are 
suffering from an economic recession and the rebound is yet to come. Many people 
see the act of buying pirated CDs as an economic purchase decision and some even 
think that it reflects that they are smart consumers. 
Referring back to the industrial versus knowledge product categorization 
discussed in the previous section, the low social visibility of the CDs as a knowledge 
product is another pull to the consumers towards the pirated purchases. Compared to 
the consumption of pirated fashions or watches, the consumption exposure is minimal 
for buying a pirated CD. A person who buys pirated fashions or watches face the risk 
of letting others know that he or she has bought the "fake" product, which in turn may 
affect others' impression of him or her such as attributing him or her as poor or 
inferior. However, CDs are much more "private" in a sense that often no one knows if 
one has bought a pirated or genuine CD excepts for the moment of purchase. 
The shameful truth that Hong Kong not being a right-base society contributes to 
the fact that most Hong Kong citizens finding buying pirated products as normal and 
just a matter of personal taste. If consumers discover that a newly bought product is 
void, they know that they have the rights to return the product and have their money 
back. But, same as the equity principle, if they perceived that the input (the time and 
transportation fees spent) far exceeds the output (having their money returned), most 
of them will tolerate with the void product and just buy a new one instead. 
The reason for this typicality is because most Hong Kong consumers are not right-
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ignorant but not right-conscious regardless of their education or income level. If they 
are not conscious of their own rights, it is beyond no doubt that they will not be 
conscious about others' right and protect the intellectual property rights to refrain from 
buying pirated CDs. So it is common to see that pirated CDs were treated as cheaper 
alternatives and were chosen under the economic principle. 
Apart from the social influence, false consensus effect (Ross, Greene & House, 
1977) may also play a role in the justification of the consumers who buy pirated CDs. 
The false consensus effect states that social observers tend to perceive a "false 
consensus" with respect to the relative commonness of their own response. In the 
present case, consumers who buy pirated CDs may estimate that many other people 
are doing the same, while the estimation may far exceed that estimated by those who 
do not buy pirated CDs. Since these "burglars" perceived that many other people are 
doing the same, they have their act of pirated purchase further justified. 
Study One 
The first study aims at getting a general picture of the local pirated CD market as 
well as a preliminary investigation of consumers' rationals in choosing pirated instead 
of genuine CDs. It was quite an exploratory study and no specific hypothesis was set. 
However, from the above discussion, it is anticipated that consumers buying pirated 
CDs may exhibit one or more of the following characteristics: 
i) They think that the pirated CDs are much more economic. 
ii) They know that the pirated CDs have poorer manufacturing qualities so 
they treat the pirated and genuine CDs differently. 
iii) They think that the genuine CDs do not worth the price according to 
their creative qualities. 
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iv) They downplay the creative qualities of the CDs and just treat them as 
means (instead of ends). 
v) They are aware of the difference in social visibility between industrial 
and knowledge products and have different purchase patterns between these 
pirated products. 
As a result, a general hypothesis was set to see if these differences between 
pirated CDs buyers and non-buyers really exist, or in other words, if the 
aforementioned theoretical perspectives can be used to explain the behavior of pirated 
CD purchase. 
As for the false consensus effect, it was also hypothesized that there will be a 
difference in the estimation of commonness of pirated CDs purchase between 
consumers who buy pirated CDs and those who don't, with the pirated CDs buyers 
having a higher estimation. 
HI: Consumers who buy pirated CDs (either have bought or 
intended to buy) exhibit a stronger false consensus effect that those 
who do not. 
Method 
Participants 
Two hundred and twenty participants completed the questionnaires. One 
hundred of all the questionnaires were distributed to both graduate and undergraduate 
students of the Chinese University of Hong Kong by convenient sampling. 
Questionnaires were distributed at the end of tutorials and in the student canteens at 
lunchtime. They were reminded to finish the questionnaires independently and no 
discussion was allowed. The remaining 120 participants were approached near the 
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Tsim Sha Tsui MTR station in the afternoon of two consecutive Sundays. 
Among the 220 participants, 41.3% of them were males and 58.7% of them were 
females. Almost 90% of the participants aged below 30 (43.9% aged 20 or lower, 
45.3% aged between 21 to 30), with 9.4% aged between 31 to 40 and the remaining 
1.4% older than 40. Seventy-six point four percent of the participants had post-
secondary education or higher, with 22.2% of them having secondary and 
matriculation education and only 1.4% having primary education or less. Sixty point 
two percent of the participants earned $25, 000 or less, with 6.1% of them earning 
more than $25, 000, and 33.6% without income. 
Materials 
A questionnaire was constructed for the present study and it consists of 7 parts 
(Appendix A). Section A aims at assessing the participants' past history in involving 
different purchase behavior of pirated products by a 5-point Likert scale. The 
products asked included both industrial products like clothes and watches, and 
knowledge products like computer software, video compact disc and CD. Some items 
also asked if the participants had ever involved in other behaviors that also violated 
the intellectual property rights such as renting CDs, dubbing the songs by one's own, 
and downloading illegal mp3 files of pop songs from the Internet to listen to. One 
item also asks if the participants had ever bought the same genuine CD after they had 
bought the pirated CD. 
Section B and C assess the participants' purchase history and purchase intention 
of pirated CD. They were asked the number of CDs (both pirated and genuine) they 
had bought in the past six months, if they had ever bought or intend to buy pirated 
CDs in the last and the coming six months, and the percentage of pirated CDs in the 
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CDs that they had bought and intended to buy respectively. 
Section D is a measure of the participants' market perception. Participants were 
asked to estimate the percentage of CD consumers who only buy pirated CDs or 
genuine CDs. They were also asked to estimate the price difference they perceived 
between the pirated and genuine CDs. 
Section E aims at measuring any behavioral difference between listening pirated 
and genuine CDs. Participants were asked to check when, where and what types of 
equipment they used in listening pirated and genuine CDs respectively. They were 
also asked the prices of the music equipment they had. 
Sections F is a Likert scale of attitude towards music which was constructed for 
the purpose of the present study. It consists of six positive and six negative 
statements on the means versus end dichotomy. An example for a positive item is 
"listening to music is because of the appreciation to the composing and lyric writing". 
An example for a negative item is "listening to music is a way to kill time". The 
higher the score, the more likely that the participant treats music as an end instead of 
means and vice versa. 
Section G instructs all participants to imagine that they had all bought both 
pirated and genuine CDs and rate on a 5-point Likert scale the reasons they thought 
that had led to their purchases of pirated and genuine CDs. The items were obtained 
and revised from Lam and Yeung (1999) in which focus groups were conducted 
asking consumers their reasons for buying pirated and genuine CDs. The participants' 
demographics were obtained in the final section of the questionnaire. 
Results 
The present sample included both students and adults, it had been suspected that 
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there might be difference between the two sub-samples. However, there was no 
significant difference in purchase patterns and other behavioral variables. For the 
sake of a larger sample size and stronger statistical power, they were grouped as one 
sample for data analysis. As the aim of the present study was to obtain a general 
picture of the CD market, it had been hoped that all of the participants would be 
frequent CD consumers. Among the 220 participants who completed the 
questionnaires, 28 of them had not bought any CD (both pirated and genuine) in the 
past 6 months. They were thus excluded from the analyses that follow. 
Purchase Patterns 
From section A of the questionnaire, it can be seen that the present sample 
bought more pirated knowledge products than pirated industrial products, with a mean 
of total pirated purchase as 14.08 out of 35.00, which was quite low. The purchase of 
pirated knowledge products and pirated industrial products had a moderate correlation 
( r = .42, n < .05). As a result, we cannot be sure if the consumers treated these two 
kinds of products separately, like let's say buying pirated knowledge while not pirated 
industrial product which involve a social prestige component. 
At a first glance, 61,3% of the participants had bought pirated CDs. In the past 
six months, they had bought a mean of 51.81% of pirated CDs among all their CDs 
bought. Fifty point three percent of them have the intention of buying pirated CDs. 
They anticipated that on the average 55.25% of all the CDs they would buy in the 
coming six months would be pirated CDs (Fig. 1 & 2). 
Reasons for Buying Pirated and Genuine CDs 
Two exploratory factor analyses (EFA) were performed separately on the reasons 
for buying pirated and genuine CDs. First, an exploratory factor analysis with no 
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restriction on the number of factors was carried out. Then, with the help of the Scree 
plot, the number of sufficient factors for parsimonious explanation was determined. 
The final factor solutions were obtained by the EFA with the number of sufficient 
factors set as the number of factors desired, having all the double-loaded items (items 
loading on more than one factors and the loadings having a difference smaller than 
.10) excluded. 
For the reasons for buying pirated CDs, the preliminary EFA (with no restriction 
on the number of factor) showed a Kaiser-Meyer-Olkin measure of .726, meaning the 
sampling was adequate, and a significant Bartlett's test of spericity (1950), meaning 
that at least some of the variables are correlated. Four factors were suggested in the 
Scree plot of the preliminary EFA and thus the data were forced to fit into four 
independent factors using Varimax rotation. Fifty-six point seven percent of the total 
variance was explained by the four factors. They were De-emphasis on Intellectual 
Property Rights, Social Influence, Economic Saving and Value for Money (See Table 
1 for factor solutions and loadings). 
The factor of De-emphasis on Intellectual Property Rights includes items like 
"not feeling pirated CD purchase is an infringement of intellectual property rights," 
and "not knowing that pirated CD purchase will kill the local music industry." This 
factor best corresponds to the aforementioned right unconscious society argument. 
The factor of Social Influence includes items like "people around me buy pirated 
CDs," and "there is no sense of guilt when I buy pirated CDs." This factor best 
corresponds to the social influence argument discussed. The factor of Economic 
Saving includes items like "buying pirated CDs can save money," and "pirated CDs 
have good prices," which can be referred back to the self interest perspective. The 
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factor of Value for Money includes items like "generally the genuine CDs do not 
worth their price," and "I have no confidence in the creative quality of the CDs." The 
Value for Money factor is apparently an extension of the equity theory. The reliability 
of this scale was also quite acceptable. The total of these 16 items generated an alpha 
coefficient of .78. 
For the reasons for buying genuine CDs, the preliminary EFA showed a Kaiser-
Meyer-Olkin measure of .792, meaning the sampling was adequate, and a significant 
Bartlett's test of spericity (1950), meaning that at least some of the variables are 
correlated. Four factors were suggested in the Scree plot of the preliminary EFA and 
thus the data were forced to fit into four independent factors using Varimax rotation. 
The four factors explained 50.54% of the total variance. They were Moral Concerns, 
Social Influence, Emphasis on Authenticity and Quality Concerns (See Table 2 for 
factor solutions and loadings). 
The factor oi Moral Concerns includes items like "buying genuine CDs is for 
setting a good role model for the next generation", and "choosing genuine CD is 
because of supporting the local music industry." This factor can easily be seen as a 
reflection of the participants' morality. Social Influence factor includes items like 
"people around me are buying genuine CDs" and "the society does not accept pirated 
CD purchase," which is also closely related to the social influence perspective 
discussed before. The factor of Emphasis on Authenticity includes items like 
"wanting to treasure the CDs for a long time" and "most songs in the CD are good." 
Quality Concerns factor includes items like "high concerns for the manufacturing 
qualities of the CDs" and "afraid of making the audio system faulty." The Emphasis 
on Authenticity and Quality Concerns are attributed to the equity theoretical 
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perspective. This scale measuring the reasons for genuine CDs purchase consisted of 
18 items and had an alpha coefficient of .81. It was noticed that both factor solutions 
generated a factor concerning the impact of social influence on the participants' 
purchase behavior. 
Differences from 2 x 2 ANQVA 
We can categorize the participants according to two between subject factors: 
whether they had bought any pirated CDs and whether they will buy any pirated CDs. 
Two by two ANOVA can be used to reveal any differentiation among the participants. 
Consumers who had bought pirated CDs claimed significantly higher likelihood 
of buying genuine after pirated (F= 4.17, .05) compared to those who had not. 
Furthermore, they also more highly endorsed the belief of Value for Money as a 
reason for choosing pirated CDs (£= 4.28, .05). Consumers who had bought 
pirated CDs were also scoring significantly higher than those who have never bought 
on De-emphasis on Intellectual Property Rights (£= 7.13, .01) (Table 3). 
There was significant difference in education level between consumers who 
declared that they will not buy pirated CDs than those who will buy (F= 6.47, £< .05). 
In other words, consumers with higher education level were more likely to report not 
to buy any pirated CDs in the future. 
Distinguishing Different Consumers 
Another major aim of the present study was to see if there exists any criterion or 
characteristic that can distinguish consumers who had bought or will buy pirated CDs 
from those who do not. From our sample, apart from the 28 subjects who had not 
bought any pirated CD in the past 6 months, 83 were called Persistent Sinners as they 
had been buying pirated CDs and will intend to buy them in the future. Sixty of them 
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who had never bought and declared that they will never buy were named as Moral 
Consumers. The remaining participants were further grouped into two groups by their 
purchase history and intention of pirated CDs: Converted Sinners (33 of the sample) 
who had been buying but not intend to buy pirated CDs in the future, and Potential 
Sinners (10 of the sample) who had never bought any but intend to buy in the future 
(Table 4). 
A stepwise discriminant function analysis was performed using the eight 
purchase beliefs for both pirated and genuine CDs from the EFA, estimations of 
consumers among every 100 buying only pirated or genuine CDs, attitude towards 
music, other behavioral variables like number of CD bought or the likelihood of 
buying genuine after pirated, and demographics as predictors of consumer 
membership in the aforementioned four groups. Of the original 192 cases, 70 were 
dropped from the analysis due to missing data, which appeared to be randomly 
scattered throughout groups and predictors. The remaining 122 cases (63.5% of the 
total cases) were used in the analysis. 
Two discriminant functions were calculated with Moral Concerns (£ 二 5.43, e < 
.01) and the likelihood of buying genuine after pirated (F = 4.70，^ < .01) as 
significant predictors, with a combined x ^(6) = 26.83, £ < .01. After the removal of 
the first function, however, the association between groups and predictors no longer 
existed as the x 2 � = 3 . 7 1 , ^ = .16. The first function accounted for 87% of the 
between-group variability. As seen in Table 5, the first discriminant function 
maximally separates Persistent Sinners (group centroid = -.41) and Moral Consumers 
(group centroid 二 .67), with the Potential and Converted Sinners lying in-between. 
Referring back to the group means of the two significant predictors. Persistent 
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Sinners claimed on a 5-pomt Likert scale the highest likelihood of buying genuine 
after pirated (mean =1.91). Moral Consumers, as their name suggested, rated highest 
on Moral Concerns when asked the reason why they buy genuine CDs (mean 二 .49). 
On the contrary, Persistent Sinners were the lowest among the four groups (mean = -
.25), with Converted and Potential Sinners in-between (mean 二 -.17 and -.15 
respectively). 
With the use of ajackknifed classification procedure for the total usable sample 
of the 192 consumers, 107 (55.9%) were classified correctly. The classification 
scheme, using sample proportions as prior probabilities, correctly classified 85.5% of 
the Persistent Sinners and 55.0% of the Moral Consumers into the right group, while 
0% of the Potential and Converted Sinners were correctly classified. It can be seen 
from here that the present classification scheme may only be useful in classifying the 
two extreme groups: Persistent Sinners and Moral Consumers. 
Predicting the Percentage of Pirated CDs 
Multiple regressions were also conducted to see if the percentage of pirated CDs 
a participant bought or intended to buy can be predicted by any of the variables 
measured. Regression model predicting the percentage of pirated CDs bought was 
built with the Persistent Sinners and the Converted Sinners, while that predicting the 
percentage of pirated CDs intend to buy with the Persistent Sinners and the Potential 
Sinners. 
For the percentage of pirated CDs bought, four predictors were found significant 
with an R^ of .32 (£= 12.90, .01). Consumers would have a higher percentage of 
pirated CDs bought with 1) higher endorsement of Economic Saving and 2) Social 
Influence beliefs in buying pirated CDs, 3) lower endorsement of Emphasis on 
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Authenticity in buying genuine CDs, and 4) lower estimation of percentage of CD 
consumers buying only genuine CDs (Table 6). 
For the percentage of pirated CDs intend to buy, consumers 1) who claimed 
lower likelihood of buying genuine CDs after pirated, 2) who endorsed more the 
belief of Economic Saving in buying pirated CDs, and 3) who estimated a higher 
percentage of CD consumers buying only pirated CDs would intend to buy a higher 
percentage of pirated CDs. These 3 significant predictors composed a regression 
model with an R^ of .25 (F= 10.17, .01) (Table 7). Nevertheless, when the 
percentage of pirated CDs bought was entered, the R^ increased dramatically from .25 
to .75，with a n < .01. This new model is significant (F- 64.91, n< 
.01), and the Economic Saving became non-significant after percentage of pirated CDs 
bought was considered as a predictor (Table 8). 
False Consensus Effect 
A two by two ANOVA showed no significant difference among different 
consumers in their estimated percentage of consumers buying only pirated or genuine 
CDs. In other words, there was no significant false consensus effect and HI 
is not supported (Fig 3 & 4). On the other hand, there were actually some trends of a 
false consensus effect observed though not significant. Consumers who had bought 
pirated CDs having a higher estimation of percentage of consumers buying only 
pirated CDs. For the estimation of percentage of consumers buying only genuine 
CDs, consumers who had never bought any pirated CDs had a higher estimation. 
Nevertheless, the participants overestimated the percentage of consumers buying 
only pirated CDs and underestimated the percentage of consumers buying only 
genuine CDs. From our sample, only 6.4% of the participant reported that they had 
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only bought pirated CDs, and 4.8% said that they will only buy pirated CDs in the 
future, compared to the estimation of 51.27%. The participants also estimated that 
only 25.88% of consumers buy only genuine CDs, but the truth is 38.3% had only 
bought and 48.9% will only buy genuine CDs. 
Gender Differences 
There were also a few gender differences that were found significant. Male 
consumers were more likely to buy the same genuine CDs after the pirated (t 二 2.75, 
£<.01) (mean for males = 1.73, mean for females = 1.37). However, consumers of the 
two genders did not differ in the number of CDs bought and the percentage of pirated 
CDs bought or intended to buy. The mere preference of treating the pirated CDs as 
product trial did not lead the male consumers buying more pirated CDs and CDs in 
general. Male consumers were also having a higher degree of overestimation of the 
percentage of consumers buying only pirated CDs (mean = 56.14%) than the females 
(mean = 47.98%) (t = 2.07, £<.05). 
Summary 
Summing up, Moral Concerns was found a useful variable in distinguishing 
different consumer groups, significant differences were also seen with Value for 
Money between Sinners and pirated CDs non-buyers. The fact that Value for Money 
was not significant in the discriminant analysis might have been due to the high 
multicollinearity of the variable whereas the Moral Concerns' shared variance might 
be small. The false estimations can be regarded as a kind of normative justification 
for the Persistent, Potential and Converted Sinners. The more they think others are 
buying pirated CDs, the more pirated CDs they buy. It was also found that pirated 
CD purchase is quite a habitual behavior. 
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Discussion 
A Moral Component 
To sum up, there were a few interesting findings in Study One that are worth 
noting. First, Moral Concerns seemed to play a very important role in distinguishing 
different consumers, with the Moral Consumers having the highest score and the 
Persistent Sinners having the lowest. Whether the consumers think that buying 
pirated CDs is a moral behavior may be of great influence to their purchase decisions. 
This idea may worth investigating further in the later studies. 
Pirated CDs as Product Trials 
The tendency that consumers buying back the same genuine CD after they had 
bought the pirated one was also of relevance to their purchase decisions. This 
measure might also be a reflection on whether the consumers treated the pirated CDs 
as product trials to the genuine ones. Though the overall tendency was quite low, 
with an overall mean = 1.53 on a 5-point Likert scale, there were significant 
differences found between different consumer groups and between those who had and 
had not bought pirated CDs. Also, this tendency was found inversely proportional to 
the percentage of pirated CDs bought among those Persistent and Converted Sinners, 
stating that the one who had bought pirated but not a very large percentage had the 
highest tendency of buying genuine after pirated. 
False Consensus Effect and Normative Justification 
Although the false consensus effect (Ross, Greene & House, 1977) was not 
found significant in the present sample, an interesting trend was found that there was a 
general false estimation on the percentage of consumers buying only pirated and 
genuine CDs. The participants tended to overestimate the percentage of consumers 
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buying only pirated and underestimated the percentage of consumers buying only 
genuine. The estimations also affected the percentage of pirated CDs they had bought 
and intend to buy. This finding partly supported Ross, Greene and House's (1977) 
idea that these Sinners had false perceptions on the commonness of what they did 
(buying pirated CDs), and the uncommonness of what they did not do (buying only 
genuine CDs). We can name the present phenomenon as a kind of normative 
justification as the consumers have an incorrect estimation that they think many 
people are buying pirated CDs, they perceive the act as acceptable and their purchases 
justified. The present situation might have been attributed by the propaganda and 
promotional executions used by the government in the advertisements telling people 
not to buy pirated products. These ads usually showed the commonness of pirated 
purchases or portrayed someone who buys lots of pirated products, thus might have 
created a false perception that many consumers are buying pirated products, leading to 
the present overestimation and underestimation, and the insignificance of the false 
consensus effect. 
Education Effect 
The purpose of collecting the data not solely from the university campus is to 
include participants of different ages, educational levels and monthly incomes. 
Among all the demographics, only education made a difference. Consumers who 
intend to buy pirated CDs in the future had a lower mean education level than those 
not intend to buy. In other words, the more educated consumers tend to be those who 
claimed that they will not buy any pirated CD in the future. The significant difference 
between those who had bought and those who had not on De-emphasis on Intellectual 
Property Rights also showed that these "burglars" tend to agree that pirated CDs 
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purchase is not an infringement of intellectual property rights and not killing the local 
music industry for instance. On the other hand, consumers who had never bought 
tend to agree that pirated purchase contradicts their beliefs in protecting intellectual 
property rights. We can thus concluded that consumer education is one of the ways to 
eradicate pirated products market and gives hope to the government's intention to act 
against piracy, however, it is a long way to go. 
Negative Results 
Monthly Income. It is totally out of expectation that the monthly income had no 
effect on the pirated purchase, though Economic Saving was found one of the major 
predictors for percentages of pirated CDs purchase. It seems that how much one earns 
has nothing to do with whether he or she would purchase pirated CDs. Believing in 
buying pirated CDs is economic and still supportive to the artists was found a strong 
predictor for the percentages of purchase, while the perceived price difference had 
nothing to do with it. The consumers were thus irrational in a sense that they agreed 
pirated CDs are more economic, regardless of how much money they could save. 
This can be attributed to the present economic recession in Hong Kong. Nonetheless, 
it is reminded that the present sample might not have been rich enough, having only 
6.0% of the participants earning more than $25, 000 per month after the exclusion of 
non-buyers. 
Habits and Usage. It had been anticipated that the pirated CD buyers may also 
be frequent CD buyers, in other words, the number of CD bought (both pirated and 
genuine) may be a useful variable in distinguishing different consumers and 
predicting the percentage of pirated CDs purchase. Nonetheless, the number of CD 
bought turned out to be of little relevance, only with an intuitive finding that the 
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percentage of pirated CDs bought being a very significant predictor of the percentage 
of pirated CDs intended to buy. This, together with the large proportion of the sample 
being Persistent Sinners and Moral Consumers instead of Potential and Converted 
Sinners, leads to the conclusion that the act of pirated CDs purchase is quite a habitual 
behavior. 
Behavioral Differences. When asked if the participants listen to the pirated and 
genuine CDs at different times, places or using different equipment, nearly 90% of 
them responded no difference. The consumers might have merely treated the pirated 
CDs as cheaper alternatives to the genuine ones. Besides, it had been hypothesized 
that the costs of the musical equipment might have made a difference, but it turned 
out that the costs had nothing to do with their choices of pirated or genuine CDs. 
Means versus End. The participants' attitudes toward music, which reflect the 
extent to which consumers treat CDs as a means or an end, were expected to play a 
role in their purchase decision of buying pirated CDs. Nonetheless, there was no 
significant difference between different consumer groups, and it was not a significant 
predictor in predicting the percentage of pirated CDs purchases. This might have 
been caused by the relatively low reliability of the scale (alpha coefficient = .60). 
Students versus Adult. The present sample includes both university students and 
adults and it was first anticipated that there would be differences between the two 
groups. However, the two groups turned out to be indistinguishable to each other. 
This finding enabled less stringent sampling in the following studies. 
Study Two 
It has been found from the previous study that CD consumers tend to 
overestimate the percentage of consumers buying only pirated CDs and underestimate 
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the percentage of consumers buying only genuine CDs. Nevertheless, it was 
suspected that the sample of Study One being too small might have affected the 
results. In order to obtain a clearer picture on the false consensus effect, and to 
investigate the issue of the false estimation one step further, another shorter 
questionnaire was constructed and distributed. Study Two can be regarded as a follow 
up for Study One, whose major goals were to replicate the finding of general false 
estimation and examine the false consensus effect with a larger sample size. 
H2: Consumers tend to overestimate the percentage of CD 
consumers buying only pirated CDs and underestimate the percentage 
of CD consumers buying only genuine CDs. 
Method 
Participants 
Every other undergraduate students in the Chinese University of Hong Kong 
were approached when they were just about to enter the turnstiles at the University 
KCR station between five and seven o'clock, a time when they were supposed to have 
finished their lessons and be going home. A total of 350 students who had bought at 
least one CD in the past six months were approached and asked to spare a few minutes 
to complete the questionnaires. The size of the sample was considered large enough 
to be at least generalizable to all the undergraduate students in Hong Kong. 
Materials 
The questionnaire used was actually an extraction from that used in Study One, 
which only consisted of section B, C and D of the Study One's questionnaire (See 
Appendix B). The question asking the participants to estimate the price difference 
they perceived between pirated and genuine CDs was deleted, as it did not provide 
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any interesting results in the previous study and it seems to have nothing to do with 
the base rate of pirated purchase and estimations. Furthermore, for the ease of data 
collection and for the sake of higher response rate, no demographic variables were 
asked. After all, the demographics had been found to be of little relevance to the 
pirated purchase and were not the major aims of the present study. 
Results 
At a first glance, the percentage of consumers reported having bought and 
intending to buy pirated CDs were very much similar to those found in Study One. Of 
the 350 participants, 51.9% of them admitted having bought pirated CDs. These 
Sinners had bought on average 61.74% of pirated CDs bought among all the CDs they 
bought. Fifty-two point seven percent showed interest in buying pirated CDs in the 
coming 6 months, admitting that they would probably have 57.16% of all the CDs 
they intend to buy as pirated (Fig. 5 & 6). These results are quite comparable to those 
in Study One. 
Two by two ANOVA still showed no significant difference between estimations 
of percentage of consumers buying only pirated or genuine CDs (Fig. 7 & 8). 
However, it is suggested that the absence of a false consensus effect might have been 
attributed by the categorization of consumers into different groups according to their 
purchase history and intention. For instance, a Persistent Sinners who had bought 5% 
of all his CDs as pirated and intend to buy 5% of his future purchases as pirated will 
be in the same group as another Persistent Sinners who had never bought and will 
never buy genuine CDs. 
The present study thus tried another categorization system in which consumers 
,were grouped into five groups according to the percentage of pirated CDs they had 
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and intend to buy. The two percentages were first summed to generate another 
variable which ranged from 0 to 200. Afterwards, consumers were separated into 5 
groups: 0%, 1 to 50%, 51 to 100%, 101 to 150%, and 151 to 200% (Fig. 9). Oneway 
ANOVAs show significant differences for both estimated percentage of consumers 
only buying pirated and genuine (Table 9). HI was supported. Post-hoc Tukey tests 
showed that for the estimated percentage of consumers only buying pirated CDs, the 
0%, 1 to 50%, and 51 to 100% groups were significantly lower than the 151 to 200% 
group. For the estimated percentage of consumers only buying genuine CDs, the 151 
to 200% group had a significantly lower estimation than the 0% group. 
On the other hand, the participants in the present study, just like those in Study 
One, also overestimated the percentage of consumers buying only pirated CDs and 
underestimated the percentage of consumers buying only genuine CDs; therefore, H2 
is supported. The mean for estimated percentage of consumers only buying pirated 
CDs was 41.54% , while only 8.5% had only bought and 7.5% will only buy pirated 
CDs. On the contrary, 49.0% reported never buy and 47.7% will never buy pirated 
CDs, which far exceeded the mean estimation of percentage of consumers only 
buying genuine CDs (mean 二 23.30o/o). 
Study Three 
In a word, the previous two studies have found consistent results that the concept 
of morality plays a role in affecting consumers' purchase decisions on whether to 
• choose pirated CDs. Besides, the false consensus effect was proved to play a role as a 
means to justify toe purchase of pirated CDs. The consumers also tend to 
overestimate the percentage of consumers only buying pirated CDs and underestimate 
the percentage of consumers only buying genuine CDs. 
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Morality and Moral Intensity 
The idea that morality might have been a factor to piracy purchase is not new. 
After all, piracy is an important moral issue. Previous studies had taken the concept 
of morality into consideration in explaining the consumer behavior of software piracy. 
Swinyard, Rinne and Keng Kau (1990) looked into the differing attitudes towards 
morality and software piracy among Americans and Singaporeans. They took a 
cultural perspective in explaining the prevalence of piracy in Asian cultures. 
Chinese culture, having dramatic influences on the cultures of most Asian 
nations, traditionally emphasized that individual developers or creators are obliged to 
share their developments with the society. Barnes (1989) also pointed out that the 
inclination to create identical clones of a single product could be explained by most 
Asian arts and translations of literature. A calligraphy student spends countless hours 
to copy the work of his or her master before creating his or her own style. It is also 
noteworthy that most Asian books often feature both the names of the author and the 
translator with equal standing on the title page. 
It had also been argued that Asians have a different perspective on moral 
decision-making than the Westerners. Asians tend to focus less on rules, whereas the 
consequences of their moral behavior are more highly endorsed. They also see more 
relativity in their moral choices by means of examining the situation, outcomes and 
benefits more carefully before making the moral judgement. 
Logsdon, Thompson and Reid (1994), on the other hand, tried to test the 
relationship between software piracy and level of moral development put forth by 
Kohlberg (1969). Although the results only provided a limited support to the 
hypothesis that the higher one's level of moral development the less likely one will be 
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involved in software piracy, the study had shed new light by introducing Jones' (1991) 
concept of moral intensity in explaining the piracy problem. According to Jones, the 
characteristics of a particular moral issue, which he called moral intensity, will affect 
the moral decision-making process. The higher the moral intensity of an issue 
perceived by the decision-makers, the higher the chance that the decision-makers 
would make a morally acceptable decision. He identified the following six 
components of moral intensity which will positively relate to higher levels of moral 
decision-making and moral behavior: 
i) Magnitude of Consequences 
ii) Social Consensus 
iii) Probability of Effect 
iv) Temporal Immediacy 
v) Proximity 
vi) Concentration of Effect 
The above six components best illustrate the issue-contingent factors which act 
either on their own or in combinations to alter the actor's perception on whether a 
particular issue is a moral issue or not. A closer look into the issue of buying a pirated 
CD reveals very low levels of each of the six components and thus a very low moral 
intensity. Due to the harm imposed by buying a pirated CD being distant (low 
Temporal Immediacy and Probability of Effect) and only affects a limited population 
such as the artists and musicians (low Proximity and Concentration of Effect), most 
pirated CD buyers downplay the Magnitude of Effect. The social influence and self-
justification factor discussed earlier undoubtedly showed that the Social Consensus on 
.buying pirated CDs as wrong would be very low. 
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Apart from confirming the beliefs of Moral Concerns on buying genuine CDs as 
a useful distinguishing variable between Sinners and Moral Consumers, the present 
study also intends to measure the effects of morality and moral intensity on pirated 
purchases and aims at testing the following hypothesis: 
H3: Consumers who perceive buying pirated CDs as a 
moral issue and/or place a higher moral intensity on the issue 
will buy less or do not buy pirated CDs. 
Consumer Ethics 
No matter how moral a society is and how stringent the laws are, there is always 
someone who break the rules. Muncy and Vitell (1992) defined consumer ethics as 
"the moral principles and standards that guide behavior of individuals or groups as 
they obtain, use, and dispose of goods and services" in their study in which a 
Consumer Ethics Scale was developed. Having said that morality may play an 
important role in consumers' decision-making of pirated CD purchases, it is inevitable 
that consumer ethics may also relate to the tendency to which consumers choose 
pirated or genuine CDs. Previous research have studied specific types of questionable 
consumer behavior such as shoplifting and retail fraud (Cole, 1989; Cox, Cox & 
Moschis, 1990) with the finding that consumer's perceptions of the absence of 
effective sanctions (e.g., whether the act is illegal or will the actor get caught) seemed 
to be the reason behind these fraudulent behavior. 
In the present case, the purchase of pirated CDs has been argued to be an 
unethical behavior which leads to the proposal of consumers buying pirated CDs to be 
held liable. As a result, consumer ethics, which reflects the extent to which a person 
accepts certain inappropriate consumer behaviors, is predicted to make a difference 
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between pirated CD buyers and non-buyers. It also takes a more trait-like perspective 
instead of an issue-contingent point of view as in moral intensity in explaining pirated 
purchase behavior. 
H4: Consumers with higher level of consumer ethics 
will buy less or do not buy pirated CDs. 
False Consensus Effect 
A significant false consensus effect was found in the previous study with the use 
of the new categorization method. Besides, the respondents had always overestimated 
the percentage of consumers only buying pirated and underestimated that only buying 
genuine. Thus, the present study also has a minor aim to test the consistencies of the 
false consensus effect and the false estimation hypotheses, HI and H2. 
Method 
Participants 
Two hundred CD consumers, who had bought at least one CD in the past six 
months were approached near the exits of Tsim Sha Tsui MTR station on public 
holidays and Sundays. 
Among the 200 participants, 45.2% of them were males and 54.8% of them were 
females. Almost 85% of the participants aged below 30 (31.4% aged 20 or lower, 
53.0% aged between 21 to 30), with 11.9% aged between 31 to 40 and the remaining 
3.8% older than 40. Forty-two point six percent of the participants had post-
secondary education or higher, with 52.8% of them having secondary and 
matriculation education and only 0.5% having primary education or less. We tried to 
find wealthier consumers to further investigate the income effect and we succeeded in 
finding 10.3% of them earning more than $ 25, 000 a month. Sixty-four point three 
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percent of the participants earned $25, 000 or less, and the remaining 25.4% of them 
had no income at all. 
Materials 
Another questionnaire was constructed for the present study with the first three 
parts (A, B and C) actually being the same as the short questionnaire used in Study 
Two, with 4 more new sections added to measure the moral component of the 
purchase of pirated CDs (See Appendix C). 
Section D is a Chinese version of Responding Desirably on Attitudes and 
Opinions (RD-16) (Schuessler, Hittle & Cardascia, 1978) which was used to measure 
the participants' response desirability. The test was first translated into Chinese and 
then back translated into English and was compared to the original version to see if 
any discrepancy resulted from the translation process. 
The RD-16 was chosen for the sake of its brevity. The 16-item scale comprises 8 
pairs, one pair from tests of dejection, social estrangement, social opportunism, trust， 
social contentment, anomie, expediency, and self-determination. Each pair (and 
therefore, the whole set) is key-balanced. The participants are asked if they agree or 
disagree on each item. Possible scores range from 0 to 16 with higher scores 
indicating more desirable responding. Schuessler, Hittle and Cardascia (1978) 
reported an overall mean of 12.7 (s.d. = 2.4) on their national probability sample of 
1522 adults and an overall alpha coefficient of .64. 
Section E is the Moral Concerns sub-scale as reasons for buying genuine CDs 
obtained from Study One, plus a Moral Perception scale constructed for the purpose 
of the present study. It consists of 4 positively-phrased items stating that the purchase 
of pirated CD is an ethical or moral issue, and we should take a moral perspective in 
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examining the purchase behavior of pirated CDs. Participants were instructed to 
answer this section by indicating if they agree or disagree with the items on a 5-point 
Likert scale. 
Section F is a Chinese version of Consumer Ethics Scale (Muncy & Vitell, 1992) 
which originally includes 27 unethical consumption behaviors like taping off a movie 
from the television or lying about a child's age in order to get a lower price. 
Participants are asked to rate on a 5-point Likert scale whether they think the behavior 
is correct or not. 
However, as the test was constructed in the USA context, some of the behaviors 
described do not make sense in the local consumption patterns or cultures. Nine items 
were thus deleted due to the irrelevance to the local situation or the fact that these 
behaviors do not exist as the products or services are not available in Hong Kong. 
The test was first translated into Chinese and then back translated into English and 
was compared to the original version to see if any discrepancy resulted from the 
translation process. 
Section G first presents a scenario about pirated CD purchase which was adapted 
from the Internet website of the Intellectual Property Department of the Hong Kong 
Special Administrative Region Government. Scenarios are commonly used in 
marketing ethics studies (Singhapakdi, Vitell & Kraft, 1996; Singhapakdi & Vitell， 
1990). The use of scenarios is generally considered to be a good solution to improve 
the quality of data from questionnaires as they help to standardize the social stimulus 
across respondents and at the same time makes the decision-making situation more 
real. Then follows a Moral Intensity Scale (Singhapakdi, Vitell & Kraft, 1996) which 
consists of 6 items, each representing one component of the moral intensity 
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formulated by Jones (1991). The aim of this section is to assess participants' moral 
intensity on the issue of pirated CDs purchase. Subjects were instructed to indicate 
his or her agreement or disagreement on each statement on a 9-point Likert scale. The 
participants' demographics were obtained in the final section of the questionnaire. 
Results 
Social Desirability and Purchase Pattern 
In order to exclude those responses from participants who altered their answers 
due to demand characteristics, the RD-16 was included and participants with their 
RD-16 scores being 2 standard deviations higher than the sample mean were 
arbitrarily excluded from the analyses that follow. The present sample had a mean 
RD-16 score of 10.69, with a standard deviation equals to 1.36. So, subjects with a 
RD-16 score higher than 13.41 were excluded. Fourteen subjects having RD-16 
ranged from 13.50 to a maximum of 14.50 were excluded, resulting a total of 186 
participants remaining in the sample. 
At a first glance, 58.1% of the participants admitted that they had bought pirated 
CDs which constituted on average about 30.70% of their whole CD collections. 
Among all the participants, 52.1% of them have the intention of buying pirated CDs 
in the coming six months. They predicted that on average 28.29% of the CDs they 
intend to buy will be pirated CDs (Fig. 10 & 11). The results were quite comparable 
to the previous 2 studies, with the mean percentage of pirated CDs purchase being 
much lower. 
Reliabilities 
As a few different scales were adopted or constructed in the present study, it is 
necessary to check the reliabilities of these scales for the sake of reliable and valid 
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data analyses before we proceed further. Generally speaking, the reliabilities were 
quite acceptable, with the alpha coefficient of Moral Concerns equals to .84, the alpha 
coefficient of Moral Perception equals to .82, and that of Consumer Ethics Scale 
equals to .80. 
Different Consumer Groups 
In the present sample, there were 85 Persistent Sinners, and 66 Moral Consumers 
who had never bought pirated CDs and declared that they will never buy. The 
remaining participants were Converted Sinners (22 of the sample) who had been 
buying but not intend to buy pirated CDs in the ftiture, and Potential Sinners (12 of 
the sample) who had never bought any but intend to buy in the future (Table 10). 
Differences from 2 x 2 ANOVA 
Two by two ANOVA was again used to reveal any other differentiation among 
the participants. The sample was separated by two between subject factors: whether 
the participants had bought any pirated CD in the past six months, and whether he or 
she intend to buy any pirated CDs in the coming six months. 
Consumers who had bought pirated CDs were actually buying more CDs in 
general (£= 7.75, .01), compared to those who had not (mean = 1.73 and 1.22 
respectively). However, when the percentage of pirated CDs bought had been 
controlled by ANCOVA, the main effect of ever bought pirated CDs was no longer 
significant, while the percentage of pirated CDs bought had a marginally significant 
effect on the number of CDs bought (£= 3.84, £ = .05). 
There were a few significant differences between consumers who intend to buy 
pirated CDs and those who do not (Table 11). There were significant differences in 
Moral Concerns (£= 6.82, .05), Moral Perception (F= 4.41, .05), and 
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Consumer Ethics (F= 7.42, .01). The consumers who do not intend to buy pirated 
CDs scored higher in Moral Concerns and Moral Perception, and scored lower in 
Consumer Ethics (and in other words, being more ethical consumers) than their 
pirated CDs purchasing counterparts. 
These two groups of consumers also differed in their Probability of Effect and 
Social Consensus components of Moral Intensity. Those who do not intend to buy 
rated lower in Probability of Effect (F- 4.10，£< .05) and higher in Social Consensus 
(F= 5.83, .05) than those who intend to buy. Consumers who thought buying 
pirated CDs had a high probability of leading to the harm and who agreed that most 
people find buying pirated CDs is wrong would be less likely to buy pirated CDs in 
the future. 
Distinguishing Different Consumers 
A stepwise discriminant function analysis was performed using the estimated 
percentage of consumers buying only pirated or genuine CDs, Moral Concerns, Moral 
Perception, Consumer Ethics, the 6 components of Moral Intensity, number of CD 
bought, and demographics as predictors of consumer membership in the 
aforementioned four groups. Of the original 186 cases, 16 were dropped from the 
analysis due to missing data, which appeared to be randomly scattered throughout 
groups and predictors. The remaining 170 cases (91.4% of the total cases) were used 
in the analysis. 
Three discriminant functions were calculated with Moral Concerns (F = 8.09，^ 
< .01), number of CD bought (F = 7.33, £ < .01) and Concentration of Effect of the 
Moral Intensity (F = 6.20, g < .01) as significant predictors, with a combined x ^(9)= 
52.69, £ < .01. After the removal of the first function, however, the association 
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between groups and predictors no longer existed, a ! ( 4 ) 二 4.93, £ = .30. The first 
function accounted for 91.8% of the between-group variability. As seen in Table 12, 
the first discriminant function maximally separates Persistent Sinners from the other 3 
groups of consumers. 
Referring back to the group means of the three significant predictors, Moral 
Consumers, same as the discriminant function analysis performed in Study One, rated 
highest on Moral Concerns (mean = 20.07). The Converted Sinners scored very 
comparably high (mean = 20.00), with the Potential Sinners lower (mean = 18.92) and 
the Persistent Sinners the lowest (mean = 16.71). Persistent Sinners had bought the 
highest number of CDs (mean = 1.95) while the Potential Sinners had bought the least 
(mean 二 1.17), with the Converted Sinners and Moral Consumers lying in-between 
(mean = 1.50 and 1.27 respectively). For the Concentration of Effect, the Persistent 
Sinners scored the highest, with a mean of 4.64 out of 9-point Likert scale. The Moral 
Consumers (mean 二 3.83) were actually scoring quite near to the Persistent Sinners, 
and there follows the Potential Sinners (mean 二 3.33) and the Converted Sinners 
(mean = 3.11). The lower the score, the more they disagree to the statement that 
buying pirated CDs will only cause harm to a very limited number of people. 
With the use of a jackknifed classification procedure for the total usable sample 
of the 186 consumers, 113 (60.5%) were classified correctly. The classification 
scheme, using sample proportions as prior probabilities, correctly classified 75.3% of 
the Persistent Sinners and 72.7% of the Moral Consumers into the right group, while 
0% of the Potential and Converted Sinners were correctly classified. Once again, the 
present classification scheme may only be useful in classifying the two extreme 
groups: Persistent Sinners and Moral Consumers. 
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Predicting the Percentage of Pirated CDs 
Multiple regressions were again conducted to see if the percentage of pirated 
CDs bought or intend to buy will increase or decrease with any of the variables 
measured. Regression model predicting the percentage of pirated CDs bought was 
built with the Persistent Sinners and the Converted Sinners, while that predicting the 
percentage of pirated CDs intend to buy with the Persistent Sinners and the Potential 
Sinners. 
For the percentage of pirated CDs bought, three predictors were found significant 
with a R2 of .17 (F= 7.26, £< .01). Consumers would have higher percentage of 
pirated CDs bought with 1) higher estimated percentage of consumers only buying 
pirated CDs, 2) higher score on the Consumer Ethics Scale (which means being more 
unethical consumers), and 3) lower Moral Concerns in buying genuine CDs (Table 
13). 
For the percentage of pirated CDs intend to buy, consumers who estimated more 
percentage of CD consumers buying only pirated CDs would have higher percentage 
of pirated CDs intend to buy. The regression model with one significant predictor had 
a R2 of .07 (F= 7.90, .01) (Table 14). Nevertheless, when the percentage of pirated 
CDs bought was entered, the R^ increased dramatically from .07 to .45, with a Lchange =  
63.08, £ < .01 (Table 15). This new model is much more significant (F= 38.07， 
.01). 
False Consensus Effect 
The participants in the present study were again categorized according to their 
reported percentage of pirated CDs purchase into 5 groups as in Study Two (Fig. 12). 
This time, significant difference was found only for the estimated percentage of 
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consumers only buying pirated (£= 5.73, .01), but not for that of only buying 
genuine (Table 16). HI was again supported. As showed in the post-hoc Tukey tests, 
the 1 to 51% group estimated significantly lower than the 0%, 51 to 100% and the 151 
to 200% groups. 
Apart from the significant difference, the participants, same as those from Study 
One and Two, also had a general false perception that they overestimated the 
percentage of consumers buying only pirated CDs and underestimated the percentage 
of consumers buying only genuine CDs. H2 was once again supported. Only 5.0% of 
the participant reported that they had only bought pirated CDs, and 3.8% said that 
they will only buy pirated CDs in the future, compared to the mean estimation of 
45.06%. The participants also estimated that only 26.64% of consumers buy only 
genuine CDs, but the truth is 43.1% had only bought and 47.8% will only buy genuine 
CDs. H2 was again supported. 
Gender Differences 
Male consumers seemed to be more evil than the females in the present study 
(Table 17). They reported having bought a higher percentage of pirated CDs (t = 
2.57, n<.05) and intending to buy a higher percentage in the future (t 二 2.80, £<-01). 
One of the reasons which explained this difference might have been the fact that male 
consumers scored higher in the Probability of Effect than the females (t 二 2.67, 
2<.01). Male consumers tended more to agree that the probability of causing harm by 
pirated CDs purchase is low. 
The male consumers were also buying more CDs in general than the females (t = 
2.24, 2<.05). However, ANCOVA with the percentage of pirated CDs bought 
controlled was not performed due to the violation of homogeneity of regression slopes 
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assumption (interaction between gender and percentage of pirated CDs bought being 
significant, F= 9.47, £< .01). 
Summary 
To sum up, morality was found to play a very important role in the purchase 
decisions of pirated CDs. Moral Concerns, Moral Perception and a few Moral 
Intensity's components all generated significant results either in distinguishing 
different consumers or in contrasting buyers and non-buyers. CD Usage was also a 
significant predictor in the discriminant analysis, leading to the suspicion that the 
more CDs the consumer had bought, the more they were susceptible to the temptation 
of pirated CDs. It was again found that pirated CD purchase is a habitual behavior. 
The false consensus effect was found significant with the use of a new consumer 
categorization. The false estimations as a kind of normative justification was once 
again proved. 
General Discussion 
The Moral Component 
Once again, Moral Concerns was found to be a useful variable in distinguishing 
different consumers (Persistent Sinners from Moral Consumers in Study One and 
Persistent Sinners form the other three groups in Study Three). It is noteworthy that 
how participants make their decisions on buying genuine CDs affected their purchase 
decisions on buying pirated CDs. Moreover, Moral Perception and Concentration of 
Effect, Probability of Effect and Social Consensus from the Moral Intensity put forth 
by Jones (1991) resulted in significant difference between pirated CD buyers and non-
buyers. H3 was thus supported. 
The extent to which consumers perceive pirated CD purchase as a moral issue, 
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and the way they see the problem from different perspectives like whether the harm 
caused will affect a large population, whether the probability of the harm being 
imposed is large and whether the society generally accept the immoral act of buying 
pirated CDs all play a part in the purchase decision-making process. These findings 
are in line with the previously mentioned fact that Hong Kong is not a right-based 
society and the social acceptability of pirated CD purchase is high. 
Consumer Ethics 
Besides, there are always someone who were bom to be the "burglars". 
Consumers who did not intend to buy pirated CDs were found to be more ethical. 
Besides, the more unethical the Sinners are, the higher the percentage of pirated CDs 
they had bought. Consumer Ethics was therefore a significant variable that can be 
used to identify and locate these "burglars" and H4 was supported. Since they have a 
higher acceptance to a variety of seemingly wrong and fraudulent consumer 
behaviors, it is inevitable that they also find buying pirated CDs as normal and 
practice it more. 
False Consensus Effect and Normative Justification 
The false consensus effect was found significant in both Study Two and Three 
with the correct direction. Consumers with higher percentage of pirated CDs 
purchase (both bought and intend to buy) estimated a greater percentage of consumers 
only buying pirated CDs than the low percentage consumers. For the estimated 
percentage of consumers only buying genuine CDs, the low percentage buyers had a 
significantly higher estimation than the high percentage Sinners. On the other hand, 
we can be sure of the finding that, revealed in all three studies, consumers 
overestimated the percentage of consumers buying only pirated and underestimated 
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that only buying genuine. 
The incorrect market perception does not stand alone. It also affected how many 
pirated CDs consumers bought and intend to buy. Pirated and genuine estimations 
increased and decreased respectively with the percentage of pirated purchase. The 
estimations act as a normative justification since consumers perceived that the more 
people are buying pirated CDs, the more pirated CDs they had bought and intended to 
buy. So, it is urgent that actions must be taken to change the incorrect estimations if 
we are to fight against piracy. 
Usage 
Usage is not a factor affecting pirated purchase in Study One but was found a 
usable variable in distinguishing Persistent Sinners from the others in Study Three. 
Two plausible explanations may be: 1) the more CDs a consumer bought, the more he 
or she is aware of the large creative quality difference and goes for pirated when 
buying a CD with lower perceived creative quality, 2) the more CDs a consumer 
bought, the more he or she endorse the belief of pirated CDs as economic and money 
saving and thus goes for pirated. Due to the instability, it is suggested that the usage 
factor should be further investigated before a conclusion can be made. 
Habitual Purchases and Education Effect 
In both Study One and Three, percentage of pirated CDs bought was the 
strongest predictor in predicting the percentage of pirated CDs intend to buy. We can 
draw the conclusion that pirated CD purchase is a habitual behavior. This reveals the 
importance of consumer education that we must endeavor to persuade the future 
consumers not to choose the pirated products before they know the choices are out 
there. 
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Nevertheless, is consumer education possible? Or, at least, is the present 
consumer education effective? The present study provides an optimistic answer to the 
above questions. Although not replicated in Study Three, it was found in Study One 
that consumers with higher education level tend to be those who claimed not buying 
pirated CDs in the future, and the extent to which they endorsed the intellectual 
property rights beliefs affected their past purchase decision. The more they endorse 
these beliefs, the less likely that they had bought pirated CDs. In a word, consumer 
education is of urgent need especially to the future consumers and is a possible cure to 
the present high piracy rate. 
Negative Results 
Last but not the least, one is reminded of the counterintuitive negative results 
found in the present study. First, income has no effect on pirated CD purchase. No 
matter how much one earns, and how much one perceives the price difference 
between pirated and genuine, economic and money saving is the number one thing in 
the consumer's mind when he or she goes for pirated CDs. The consumers are so 
primed with the idea that it does not matter whether the consumers treat CDs as means 
or ends, they simple go for the cheaper pirated CDs. 
The finding that nearly 90% of them reported no difference in the time, place, 
and use of audio systems in listening to pirated and genuine CDs revealed that 
consumers merely see the pirated as cheaper alternatives to the genuine CDs. Despite 
of the fact that some consumers treat pirated CDs as product trials to the genuine ones, 
and the variable was found useful in distinguishing different consumers and 
generating significant difference between pirated buyer and non-buyers, the overall 
prevalence is low and bring little insights to future researchers. 
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Implications 
Providing implications to both the government officials, and the musical 
producers and artists in order to eradicated the musical piracy is a major aims of the 
present research. Having collected and analyzed the data, a few useful cues are 
provided and discussed below. Some of the suggestions may only be applied to the 
musical piracy while other may be generalized and implemented to combat other 
pirated product categories. 
Implications to the Government Officials 
The number one thing that the government officials have to do is by no doubt 
start designing and executing an effective anti-piracy campaign. The education effect 
shows optimism on the ability of consumer education on anti-piracy. However, one is 
reminded that consumer education is a long process and it may take years to see the 
positive results. The consumer education should include two main themes: 1) be a 
moral consumer, and 2) build a right-conscious society. 
Be a Moral Consumer. The findings that morality plays a role in pirated 
purchases means that we can deal with the problem from this perspective. Apart from 
heightening the general awareness of buying pirated products as a morally 
unacceptable behavior, we should also emphasize on the three aspects of moral 
intensity which provided significant results in the research: Concentration of Effect, 
Probability of Effect and Social Consensus. Messages that persuade consumers to 
choose genuine instead of pirated may for instance stressed that there are in fact many 
people who will suffer, and the probability that the harm will be imposed being huge 
if we still buy pirated CDs. 
It is suggested that a social prestige component can be inferred to the act of 
Pirated Products 48 
buying pirated products, especially pirated knowledge products (CDs, video compact 
discs and computer software). Though there is no empirical evidence from the present 
research that social prestige make a difference, inferring the pirated purchaser as poor 
or inferior works well for the pirated industrial products. 
Also, executions exaggerating that there are in fact very few people buying 
pirated products are strongly recommended. It is high time that the false perception 
must be eradicated, and the normative justification must be falsified. By doing this, 
we may probably be successful in changing the consumers' mind sets and leading 
them to choose genuine products. 
Build a Right-Conscious Society. It is also of urgent need that we should make 
the consumers more right-conscious. However, it is useless if we just emphasize the 
rights of a consumer. The message should be a broad one which aims at increasing 
the citizens' consciousness of both their own rights and the other people's rights, with 
intellectual property rights as only one part of the whole. It can be easily seen from 
here that this may take even longer period of time than the aforementioned consumer 
education program, but we must not hesitate if we think of the numerous advantages 
we share if the aim of the program can really be achieved. 
Implications to the Musical Producers and Artists 
Cutting down the Cost. Recently, musical producers are giving out gifts and 
coupons in the genuine CDs hoping to attract the consumers to buy the genuine 
instead of the pirated. They mourned that their profits have been reduced by 
including these gifts in the CDs. Nonetheless, the present study showed that the 
consumers do not care much about the authenticity of the genuine CDs. It is 
suggested that producers should cut down the cost of promotion and other 
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unnecessary costs instead of increasing the cost but cutting down their own profits. 
After all, consumers nowadays are more price conscious and they may not be willing 
to pay for the promotion and packaging costs of a CD, which best explains why they 
prefer pirated CDs. 
Narrowing down the Creative Quality Range. Thinking back about how the 
musical piracy germinates, the huge creative quality difference is one of the major 
cause. The prevalence of pirated CDs is a good signal to the musical producers and 
artists that they must work harder to provide songs and performances with better 
quality. It is suggested that producers and artists can consider launching more CD 
singles instead of albums. As the number of songs required in a CD single is much 
less, with usually three to four instead of ten for an album, the producers and artists 
may be able to have a better guarantee to the creative quality of the songs they 
produced. This idea may not be very cost effective as the cost of launching a CD 
single may actually be very similar to that of launching an album (as the production 
and promotion costs are roughly the same), but it really worth a try if we are 
determined to narrow down that huge creative quality range. 
Limitation 
One should always reminds that the present study only based on the musical 
piracy and the consumption behavior of pirated CDs in the local market. The 
purchase of pirated CDs is also only one kind of intellectual property rights 
infringement. There are other ways of getting the songs not by buying the genuine 
CDs such as private copying through renting the CDs or borrowing CDs from the 
others, and downloading illegal mp3 files of songs from the internet which are not 
investigated in the present study. 
Pirated Products 50 
Furthermore, the analysis and discussion in the present study have been based on the 
assumption of rational economic consumption behavior of the general public. There 
may be some consumers who enjoy buying the pirated CDs solely because they enjoy 
the feeling as if they have stolen the works from the producers and artists. There may 
even be some other consumers who enjoy seeing the producers and artists suffer, or 
enjoying seeing the local music industry being ruined. 
Further Research Directions 
The moral component has been proved to be an important factor influencing 
consumers' purchase decisions. However, the impacts of morality like how or when it 
affects the consumers are not yet fully understood. The in depth mechanisms of how 
morality becomes salient in the whole consumption decision-making process worth 
being further studied. The attitude-behavior model can also be applied to see if there 
is any discrepancy between a person's attitude towards morality and its consumption 
behavior. 
It has always been argued that the high social visibility and social prestige are the 
reasons keeping some of the consumers away from pirated industrial products. The 
present study tried to examine if consumers treats pirated industrial and knowledge 
products differently but no clear conclusion have been drawn. It is suggested that 
social visibility and social prestige may be useful in refraining consumers from 
buying pirated knowledge products as they work so well with the industrial products. 
Further research would be fruitful if the usefulness of the social visibility and social 
prestige can be testified. 
The present study provides a clear market analysis of the local pirated CD market 
and takes the first step to understand why consumers choose pirated CDs and suggests 
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realistic and workable implication drawn from the findings. However, similar to the 
idea that building a right-conscious society cannot be achieved by increasing 
consumers' awareness on intellectual property rights alone, a successful anti-piracy 
campaign should not only focus on combating pirated CDs. Further research are thus 
very much encouraged to investigate the consumption behavior on pirated products of 
other categories like computer software, video compact disc and industrial products. 
Since the products categories as well as the discrepancies between pirated and genuine 
differ so much, the consumption decision-making process may turn out to be very 
different from that of pirated CDs investigated here. After all, successful and 
effective eradication of the pirated product markets in Hong Kong can only be 
achieved by creative marketing and public relation strategies built on detailed and 
insightful research. 
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Table 10 
Factor Solutions of Reasons for Pirated CDs Purchases 
Factor solutions of reasons for pirated CDs purchases 




















Note. The numbers in brackets are the factor loadings of each item to its factor. 
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Table 10 
Factor Solutions of Reasons for Genuine CDs Purchases 









2 .愛面子 ( .71) 
7.身邊的人都有買（.61) 














Note. The numbers in brackets are the factor loadings of each item to its factor. 
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Table 10 
Mean Differences Between Consumers Who Had Bought Pirated CDs and Those 
Who Had Not in Study One 
Mean  
Had Bought Had Not Bought F-values 
Buying genuine after 1.68 1.27 4.17* 
pirated 
Value for Money .19 -.32 4.28* 
De-emphasis on .17 -.45 7.13** 
Intellectual Property 
Rights 
Note. The F-values marked with are significant at the .01 level, while the F-
values marked with are significant at the .05 level. 
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Table 10 
Categorization of Consumers in Study One 
Have bought  
Yes No 
Intend to buy Yes Persistent Sinners Potential Sinners 
(83, 44.6%) (10, 5.4%) 
No Converted Sinners Moral Consumers 
(33, 17.2%) (60,32.3%) 
Note. The numbers in brackets are the number and percentage of participant 
falling into each category, excluding the 28 participants who had not bought any CDs 
in the past six months. 
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Table 10 
Groups Centre ids of the First Discriminant Function in Study One 
Group Centroids  
Persistent Sinners -.41 
Potential Sinners .16 
Converted Sinners -7.28 x 10'' 
Moral Consumers ^  
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Table 10 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Bought (Study One) 
Coefficients 
Unstandardized Coefficient Standardized Beta t>values 
Constant 58.90 Nil 15.61** 
Economic Saving 14.38 .42 5.32** 
Social Influence 8.95 .27 3.39** 
Estimated % only buying -.39 -.26 -3.33** 
genuine 
Emphasis on Authenticity -5.71 -.19 -2.36* 
Note. The t-values marked with "**’ are significant at the .01 level, while the t-
values marked with are significant at the .05 level. 
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Table 10 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Intend to Buy (Before Entering the Percentage of Pirated CDs Bought¥Studv One) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 53.79 Nil 7.32** 
Buying genuine after -7.76 -.28 -3.03** 
pirated 
Economic Saving 9.64 .32 3.54** 
Estimated % only buying .26 .26 2.83** 
pirated 
Note. The t-values marked with are significant at the .01 level, while the t-
values marked with "*" are significant at the .05 level. 
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Table 10 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Intend to Buy (After Entering the Percentage of Pirated CDs BoughtVStudv One) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 18.12 Nil 3.55** 
Buying genuine after -3.75 -.13 -2.44* 
pirated 
Economic Saving .50 .02 .28 
Estimated % only buying .14 .14 2.50* 
pirated 
% of pirated CDs bought .69 .79 13.09** 
Note. The t-values marked with ”**丨 are significant at the .01 level, while the t-
values marked with "*" are significant at the ,05 level. 
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Table 10 
False Consensus Effect Found in Study Two 
False Consensus  
Estimated % of Consumers Estimated % of Consumers  
Only Buying Pirated only Buying Genuine 
o/o of Pirated CD Purchase 
0% 38.75' 25.70 a 
1 to 50% 34.14 a 24.35 
51 to 100% 40.74 a 22.65 
101 to 150% 40.88 21.26 
151 to 200% 55.21b 14 69b 
F-values 4.79** 3.38** 
Note. The F-values marked with "**’ are significant at the .01 level, while the F-
values marked with "*" are significant at the .05 level. The group means marked with 
a or b were found significantly different by post-hoc Tukey tests. 
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Table 10 
Categorization of Consumers in Study Three 
Have bought  
Y^ ^  
Intend to buy Yes Persistent Sinners Potential Sinners 
(85, 45.9%) (12, 6.5%) 
No Converted Sinners Moral Consumers 
(22, 11.8%) (66，35.5%) 
Note. The numbers in brackets are the number and percentage of participant 
falling into each category, excluding the 14 participants who had their RD-16 higher 
than the mean by 2 standard deviations. 
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Table 10 
Mean Differences Between Consumers Who Intend to Buy Pirated CDs and Those 
Who Do Not in Study Three 
Mean  
Intend to Buy Do Not Intend to Buy F-values 
Moral Concerns 17.77 20.06 6.82* 
Moral Perception 10.54 11.79 4.41* 
Consumer Ethics 45.11 41.24 7.42** 
Probability of Effect 4.11 3.45 4.10* 
Social Consensus 5.31 6.16 5.83* 
Note. The F-values marked with are significant at the .01 level, while the F-
values marked with are significant at the .05 level. 
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Table 10 









Moral Consumers  
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Table 13 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Bought rStudy Three) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 26.83 Nil 1.33 
Estimated % only buying .31 29 3.20** 
pirated 
Consumer Ethics .76 .19 2.16* 
Moral Concerns -1.16 -.18 -2.00* 
Note. The t-values marked with "**' are significant at the .01 level, while the t-
values marked with "*" are significant at the .05 level. 
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Table 14 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Intend to Buy (Before Entering the Percentage of Pirated CDs BoughtVStudv Three) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 41.83 Nil 7.94** 
Estimated % only buying 21 .28 2.81** 
pirated 
Note. The t-values marked with ”**, are significant at the .01 level, while the t-
values marked with "*” are significant at the .05 level. 
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Table 14 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Intend to Buy (Before Entering the Percentage of Pirated CDs Bought)(Studv Three) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 41.83 Nil 7.94** 
Estimated % only buying 21 .28 2.81** 
pirated 
Note. The t-values marked with "**• are significant at the .01 level, while the t-
values marked with "*" are significant at the .05 level. 
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Table 15 
Beta Weights for the Regression Model Predicting the Percentage of Pirated CDs 
Intend to Buy (After Entering the Percentage of Pirated CDs BoughtVStudy Three) 
Coefficients  
Unstandardized Coefficient Standardized Beta t-values 
Constant 18.22 Nil 3.60** 
Estimated % only buying .17 .17 2.24* 
pirated 
% of pirated CDs bought .52 .62 7.94** 
Note. The t-values marked with "**, are significant at the .01 level, while the t-
values marked with "*” are significant at the .05 level. 
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Table 10 
False Consensus Effect Found in Study Three 
False Consensus 
Estimated % of Consumers Only Buying Pirated 
o/o of Pirated CD Purchase 
0% 45.41 a 
1 to 50% 29.65 b 
51 to 100% 53.70 a 
101 to 150% 46.40 
151 to 200% 59.14 a 
F-values 5.73** 
Note. The F-values marked with "**’ are significant at the .01 level, while the F-
values marked with "*" are significant at the .05 level. The group means marked with 
a or b were found significantly different by post-hoc Tukey tests. 
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Table 10 
Gender Differences in Study Three 
Mean  
Males Females t-values 
CDs bought 1.76 1.45 2.24* 
Percentage of pirated 37.82 24.67 2.57* 
CDs bought 
Percentage of pirated 35.77 22.02 2.80** 
CDs intend to buy 
Probability of Effect 4.32 3.65 2.67** 
Note. The t-values marked with "**' are significant at the .01 level, while the t-
values marked with are significant at the .05 level. 
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Figure Captions 
Fig. 1 Histogram of Percentage of Pirated CDs Bought (Study One) 
Fig. 2 Histogram of Percentage of Pirated CDs Intend to Buy (Study One) 
Fig. 3 Estimated Percentage of Consumers Buying Only Pirated CDs (Study One) 
(where 1 二 Persistent Sinners, 2 = Potential Sinners, 3 = Converted Sinners, and 4 = 
Moral Consumers) 
Fig. 4 Estimated Percentage of Consumers Buying Only Genuine CDs (Study One) 
Fig. 5 Histogram of Percentage of Pirated CDs Bought (Study Two) 
Fig. 6 Histogram of Percentage of Pirated CDs Intend to Buy (Study Two) 
Fig. 7 Estimated Percentage of Consumers Buying Only Pirated CDs (Study Two) 
(where 1 二 Persistent Sinners, 2 = Potential Sinners, 3 二 Converted Sinners, and 4 = 
Moral Consumers) 
Fig. 8 Estimated Percentage of Consumers Buying Only Genuine CDs (Study Two) 
Fig. 9 Bar Chart showing the Frequencies of Consumers Falling into the New 
Categorization (Study Two) (where 1 = 0%, 2 = 1 to 50%, 3 二 51 to 100%, 4 二 101 to 
150%, and 5 = 151% to 200%) 
Fig. 10 Histogram of Percentage of Pirated CDs Bought (Study Three) 
Fig. 11 Histogram of Percentage of Pirated CDs Intend to Buy (Study Three) 
Fig. 12 Bar Chart showing the Frequencies of Consumers Falling into Each Category 
(Study Three) (where 1 = 0%, 2 = 1 to 50%, 3 = 51 to 100%, 4 = 101 to 150%, and 5 
二 151% to 200%) 
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Appendix A 
此問^9?^1^?^«^對—貨品的—•你並不 f lS^塡名，問卷內問題亦^^胃之分’ 
««的資料亦會•消毀•請留意卷內所寫的C D意爲_昌片，V C D爲錄像光碟• 
A . 請用以下量表表示你在適去多經常參與以下的消費行爲： 
從未 甚少 間中 頗多 經常 
1 2 3 4 5 
1 .你有購買冒牌衣服 1 2 3 4 5 
2 .你有購買冒牌手錶 1 2 3 4 5 
3 .你有購買翻版C D ‘ 1 2 3 4 5 
4 .你有購買翻版V C D 1 2 3 4 5 
5 .你有購買翻版電腦軟件 1 2 3 4 5 
6 .你有租賃正版C D自行翻錄 1 2 3 4 5 
7 .你在購買翻版C D後會補購正版C D 1 2 3 4 5 
8.你有從互聯網(Internet)非法下載(Download) mp3音樂檔案收聽 1 2 3 4 5 
B. 
1. •去袢，你曾購買多少張CD(不論正版或翻版)？ 
•無(請跳到C . ) • 10張或以下 • 1 1張至2 0張 
• 2 1張至 3 0張 0 3 1張至 4 0張 • 40張以上 
2. 你曾否購買過翻版CD ？ 
•有 C]沒有 
(如存，請繼續回答以下問題•如沒存，請跳到C.) 
3 .棚去伴你購買的翻版 C D 數目，佔你曾購買的 C D 數目的 % 
(註:100%代表全數購買翻版CD，50%代表翻版和正版各佔一半，如此類推..•） 
C . 
1 . 不論你曾否購買過翻版 C D ，請你推測在你會否購買翻版 C D ？ 
CJ會 •不會 
(如會，請繼續回答以下問題•如不會，請跳到D.) 
2 . 你 認 爲 這 些 翻 版 C D 將 會 佔 你 在 } 購 買 的 所 有 C D 的 % 
(註:100%代表全數購買翻版CD，50%代表翻版和正版各佔一半，如此類推.•.） 
D. 
1.你估計每100個買CD的消費者中，有多少人會完全不買 iEg f，碟翻版? 
2.你估計每100個買CD的消費者中，有多少人會完全不買適!gf，HHiBg??   
3 .以你的觀察，一般市面上的 iSgf CD比適阪CD貴幾多倍？(可以小數點表示） 倍 
E . 
以下題目旨在了解你聽翻版和正版 C D 的分別，如你曾經購買適!，請分開作答： 
\如你曾購買翻版CD 如你曾購買正版CD ： 
1 .你通常在海•購買回來的適阪C D ？ 你通常在/^―購買回來的 i S g f C D ？ 
(可選多於一項） （可選多於一項） 
• 家 中 • 公司裡 • 家 中 • 公司裡 
• 私家車上 • 公共交通工具上• 私家車上 • 公共交通工具上 
•其他: •其他: 
2 .你通常在海時聽購買回來的翻阪C D ？ 你通常在海m t購買回來的 i S g f CD ？ 
(可選多於一項） （可選多於一項） 
•假期空閒時 • 辦 公 時 間 內 •假期空閒時 a 辦 公 時 間 內 
•上班/上學途中 •課餘/工餘空閒時•上班/上學途中 •課餘/工餘空閒時 
•其他： 、 •其他: 
3 . 你 最 _ 可 種 音 響 器 材 聽 買 回 來 的 » 0 ) ? 你 廣 _ 可 種 音 響 器 材 聽 買 回 來 的 i S g f C D ? 
(請回答a•和b. ) (請回答 a . 和 b . ) 
a • 冒 牌 音 響 •正牌水貨音響 a •冒牌音響 •正牌水貨音響 
•正牌行貨音響 •正牌行貨音響 
b • Discman • 微 型 音 響 組 合 b • Discman • 微 型 音 響 組 合 
•家庭音響組合•高級音響組合 •家庭音響組合•高級音響組合 
• 電 腦 •其他 : • 電 腦 •其他 : 
4.如果你有以下音響器材，請塡上大約的價錢： 
你擁有的 i) 電腦 價値多少錢？ 沒有 / $ 
ii) Discman 沒有 Z $ 
i i i )微型音響組合 沒有 / $ 
i v ) 家 庭 音 響 組 合 沒 有 / $ 
V ) 高 級 音 響 組 合 沒 有 / $ 
F. 
請用以下量表表示你聽歌的心態： 
十分不同意 不同意 無意見 同意 十分同意 
1 2 3 4 5 
1 .聽歌是一種享受 1 2 3 4 5 
2 .聽歌是爲了過日晨 1 2 3 4 5 
3 .聽歌是爲了 ff發情緒 1 2 3 4 5 
4 .聽歌是因爲無事情做 1 2 3 4 5 
5 .聽歌是因爲歌曲動聽 1 2 3 4 5 
6 .聽歌是爲了消磨時間 1 2 3 4 5 
7.聽歌是爲了學懂怎樣唱 1 2 3 4 5 
8.聽歌是因爲想了解歌詞 1 2 3 4 5 
9.聽歌是爲了可以在卡拉0K唱 1 2 3 4 5 
10.聽歌是因爲對音樂創作的欣賞 1 2 3 4 5 
11.聽歌是爲了和身邊的人多個話題 1 2 3 4 5 
12.聽歌是因爲想在歌曲中尋找共鳴 1 2 3 4 5 
G. mmm徵mmmMiEMciy，試用以下量表表示你有多同意以下句子： 
i ) 我買適阪 C D 是因爲： 
\ 1 . 抵 買 1 2 3 4 5 
2. 可以節省金錢 1 2 3 4 5 
3 . 社會風氣容許 1 2 3 4 5 
4. 不支持該歌手 1 2 3 4 5 
5. 身邊的人都有買 1 2 3 4 5 
6. 想擁有那些歌曲 1 2 3 4 5 
卜分不同意 不同意 無意見 卜 
I 2 3 4 5 
7. 不著重CD的音質 1 2 3 4 5 
8 . 被別人知道也沒所謂 1 2 3 4 5 
9 . 對創作的品質沒信心 1 2 3 4 5 
1 0 .買的時候沒有罪咎感 1 2 3 4 5 
1 1 .想購買的貨品只有翻版 1 2 3 4 5 
1 2 .不覺得是侵犯知識產權 1 2 3 4 5 
13 .不相信會握殺本地樂壇 1 2 3 4 5 
1 4 .不知道是侵犯知識產權 1 2 3 4 5 
15 .不介意會聽壞音響器材 1 2 3 4 5 
16. CD內的歌曲不是全數好聽 1 2 3 4 5 
17 .不相信會導致唱片行業息微 1 2 3 4 5 
18 .不欣賞創作和演繹者的心血 1 2 3 4 5 
1 9 .—般C D都不値其正版的價錢 1 2 3 4 5 
20 .可以證明自己是精明的消費者 1 2 3 4 5 
21.不重視CD的包裝(封套，歌詞等） 1 2 3 4 5 
22.享受可以用較低價錢購置同樣貨品的感覺 1 2 3 4 5 
i i ) 我 買 — C D 是 因 爲 ： 
1 . 抵買 1 2 3 4 5 
2 . 愛面子 1 2 3 4 5 
3 .支持該歌手 1 2 3 4 5 
4 .保護知識產權 1 2 3 4 5 
5 .支持本地樂壇 1 2 3 4 5 
6 .著重C D的音質 1 2 3 4 5 
7 .身邊的人都有買 1 2 3 4 5 
8 .聽從偶像的勸告 1 2 3 4 5 
9 .對得起自己的良心 1 2 3 4 5 
10.買的時候沒有罪咎感 1 2 3 4 5 
l l . S r t i l 作的品質有信心 1 2 3 4 5 
12.要爲下一代樹立好榜樣 1 2 3 4 5 
13.自己能負擔正版的價錢 1 2 3 4 5 
14.想購買的貨品只有正版 1 2 3 4 5 
15.欣賞創作和演繹者的心血 1 2 3 4 5 
16.社會風氣不容許買翻版CD 1 2 3 4 5 
17. CD內的歌曲大部份都好聽 1 2 3 4 5 
\ 18.—般CD都値其正版的價錢 1 2 3 4 5 
19.惟恐翻版CD會弄壞音響器材 1 2 3 4 5 
20.可以證明自己是精明的消費者 1 2 3 4 5 
21.想擁有CD的包裝(封套，歌詞等） 1 2 3 4 5 
22.想永久保存及珍藏該些CD或歌曲 1 2 3 4 5 
23.相信購買翻版CD會導致唱片行業息微 1 2 3 4 5 
個 人 餓 ： 
年齡 0 2 0歲或以下 0 2 1 至 3 0 歲 0 3 1 至 4 0 歲 • 40歲以上 
教育 •小學程度或以下 •中學程度 0>預科程度 
•大專程度 •大學程度 •大學程度以上 
月入 •無收入 •$10，000或以下 • $10,001至$25,000 
• $25,001 至 $40,000 • $40,001 或以上 




M? ‘ ^ ^ ^ ^ m ^ m m m m ^ ’ m f s i ^ 項 消 的 職 , 希 望 s r ^ f m m 問 
卷• 並 不 名 ’ 問 卷 內 的 問 題 沒 有 醒 之 分 ’ B T F J I ^ ^ K ^ 亦 纖 消 毀 • 
A . 碰 去 鞞 ， 你 曾 購 買 多 少 張 C D (不論正版或翻版)？ 
• 10張或以下 0 1 1 張 至 2 0 張 0 2 1 張 至 3 0 張 0 3 1 張 至 4 0 張 • 40張以上 
請去袢，你曾否購買過翻版 C D ？ • 有 •沒有 
(如存，請繼續回答以下問題• n沒有，請跳到B.) , 
描去鞞’你購買的翻版C D數目’佔你曾購買的C D數目的 % 
(註：100%代表全數購買翻版CD，50%代表翻版和正版各佔一半，如此類推• . •） 
B .不論你曾否購買過翻版C D ’請你推測在：^#^^尔會否購買翻版CD ？ 
• 會 •不會 （如會’請繼續回答以下問題•如不會，請跳到C.) 
你 認 爲 這 些 翻 版 C D 將 會 佔 你 在 斤 購 買 的 所 有 C D 的 % 






， ’ m m m m m m m m m m • 
A . 麵 去 袢 ， 你 曾 購 買 多 少 張 C D (不論正版或翻版)？ 
• 10張或以下 O i l 張 至 2 0 張 0 2 1張至 3 0張 
• 3 1張至 4 0張 • 40張以上 
•去鞞，你曾否購買過翻版CD ？ 
• 有 •沒有 




B . 不論你曾否購買過翻版 C D ，請你推測在 ;你會否購買翻版 C D ？ 
• 會 •不會 
(如會，請繼續回答以下問題•如不•會，請跳到C.) 
你 認 爲 這 些 翻 版 C D 將 會 佔 你 在 購 買 的 所 有 C D 的 
% 
(註：100%代表全數購買翻版CD，50%代表翻版和正版各佔一半，如此類推..•） 
C .你估計每1 0 0個買C D的消費者中，有多少人會完全不買 i B g r ’ K H磨 g f？ 
你估計每100個買CD的消費者中，有多少人會完全不買適阪，KMi5叛？ 
D .請圈上"同意"或"不同意"以表示你對以下句子的意見： 
I 1.未來看來很•淡 同意 不同意 
2.我經常覺得沒有人需要我 同意 不同意 
3 .有時候我感到對自己完全陌生 同意 不同意 
4 .現今社會已很難分辨是非黑白 同意 不同意 
I 5 .大多數人都相信誠實爲最上策 同意 不同意 
6.只要肯嘗試，一定可以找到朋友 同意 不同意 
7 .我感到自己比我父母親年輕時優勝 同意 不同意 
8.我發現我能在許多方面幫助其他人 同意 不同意 
9. 一般來說，我對生活的所有感到滿意 同意 不同意 
.10.要與他人交往和相處就必須主動一點 同意 不同意 
11.你對別人誠實’別人自然也會對你誠實 同意 不同意 
12.如果情勢對你不利，是沒有可能逃過厄運的 同意 不同意 
13.只要願意工作，誰都可以提升自己的生活水平 同意 不同意 
i 14.很多人表現的友善可親都只因爲他們另有目的 同意 不同意 
15.雖然世事常變，但生活依然受制於一些特定的規範 同意 不同意 
16.我對身邊的事情有太多不滿並且已不能再繼續忍受 同意 不同意 
E.講用以下的 i：表表示你苟多冋葸F列的句子： 
卜分不同意 不同意 無总見 同总 卜分丨 
1 2 3 4 5 
1 .你選購 i 5阪C D是因爲保護知識產權 1 2 3 4 5 
2 . 你 選 購 應 C D 是 因 爲 支 持 本 地 樂 壇 1 2 3 4 5 
3 . 你 選 購 C D 是 因 爲 對 得 起 自 己 的 良 心 1 2 3 4 5 
4 . 你選購應 C D 是因爲買的時候沒有罪咎感 1 2 3 4 5 
5 .你選購 i 5叛C D是因爲要爲下一代樹立好榜樣 1 2 3 4 5 
6 . 你選購蔵 C D 是因爲相信購買翻版 C D 會導致唱片 ,行業息微 1 2 3 4 5 
7 . 購買適阪 C D 是不道德的行爲 1 2 3 4 5 
8 .道德水平低的人才會購買適阪C D 1 2 3 4 5 
9 .應否購買翻版C D是一個牽涉道德的決定 1 2 3 4 5 
10 .我們有需要以道德的角度評審購買適阪CD的行爲 1 2 3 4 5 
R請用以下量表表示你有多同意下列行爲是正確的： 
十分不正確 不正確 無意見 正確 十分正確 
1 2 3 4 5 
1 .不買唱片而把歌曲錄下來 1 2 3 4 5 
1.把電視上播映的電影錄下來 1 2 3 4 5 
3.在購買貨品時使用已過期的贈券 1 2 3 4 5 
4 .使用沒有付款的電腦及遊戲軟件 1 2 3 4 5 
5 .在零售店內轉換貨品的價錢標籤 1 2 3 4 5 
6 .侍應算賬時算少了錢但沒有出言糾正 1 2 3 4 5 
7 .目睹他人在店內高買，但是並不加以理會 1 2 3 4 5 
8 .售貨員找續時給多了錢’但是卻默不作聲 1 2 3 4 5 
9 .在超級市場內試吃葡萄，但始終沒有買下來 1 2 3 4 5 
丨 10.在購買貨品後，把試用了但不滿意的貨品退回 1 2 3 4 5 
I 11.爲了得到更低的價錢，而隱瞞小童的真實年齡 1 2 3 4 5 
12.拿走了酒店或餐廳內的煙灰缸或其他「紀念品」 1 2 3 4 5 
13.在未有付款的情況下在超級市場內飮了一罐汽水 1 2 3 4 5 
14.在發現剛買了的東西減價時，把相同的東西退回 1 2 3 4 5 
15.在超級市場內打破了沙律醬瓶，但是卻什麼也沒有做 1 2 3 4 5 
16.雖然是自己弄壞了貨品，但是仍舊向商店退回損壞的貨品 1 2 3 4 5 
I �17.購買沒有標明價錢的貨品時’向售貨員提供錯誤的價格資料 1 2 3 4 5 
- 18.花了近一個小時試穿不同款式的服裝，但是最後什麼也沒有 





彬尼不肯再在香港表演， J 批評他的#港歌迷。 J 鍾纖• 
M ^ M ^ ^ M m s a ^ . . ^ ^ — 1 哎，.•我最喜歡他的歌。昨天我在街上. 
r 喚 t 真 難 相 f y ^ g f 最 喜 愛 彬 尼 的 ) r 我：丨 





那麼便宜呢？ J • • ” 厕 圓 _ 腿 
番港特舊行政區政膚 
醒 f e S ^ ^ ^ S M l H B i i l 知識產糧署 
十分不同意 不同意 無意見 同意 十分同意 







年齡 • 20歲或以下 • 21至30歲 • 31至40歲 • 40歲以上 
教育 •小學程度或以下 •中學程度 •預科程度 •大專程度 
•大學程度 •大學程度以上 
月入 •無收入 • $10，000或以下 • $10, 001至$25，000 
• $25，000 至 $40，000 • $40, 001 或以上 
性別 •男 •女 〜問卷完，麵合作〜 
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